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CLAIMS 

What is claimed is: 

1 . A method of determining a marketing appearance frequency measurement 
for at least one target point of presence for a company, the method comprising: 

searching at least one media space to determine the number of times the at 
least one target point of presence appears within the at least one media space; 

calculating weighted values for each appearance; 

calculating an open score by summing the weighted values; 

calculating a marketing appearance frequency measurement for the at least 
one target point of presence, wherein the marketing frequency measurement is equal to an 
exponential function of the open score adjusted for the scope of the search, and the 
weighted values are weighted so that the marketing appearance frequency measurement is 
proportional to a business attribute to be tracked. 

2. The method of claim 1, further comprising calculating an open score for 
each media space, wherein each open score is additive so that the open scores can be 
added to derive a combined open score, which is used to calculate the marketing 
appearance frequency measurement. 

3. The method of claim 1, wherein adjusting the open score for the scope of 
the search comprises dividing the open score by an estimation of the maximum open score 
for the at least one media space searched. 

4. The method of claim 1, wherein adjusting the open score for the scope of 
the search comprises dividing the open score by the total number of points of presence of 
the same type as the at least one target point of presence that were observed during the 
search. 

5. The method of claim 1 , wherein the exponential function comprises a term 
equal to 1 minus the exponential of the open score adjusted for the scope of the search. 
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6. The method of claim 5, wherein the exponential function further includes a 
scaling factor designed to place the resulting marketing appearance frequency 
measurement within a predetermined range. 

5 

7. The method of claim 1, wherein the media spaces comprise offline sources, 
online sources, or both. 

8. The method of claim 1, wherein the weighted values are calculated to 
represent the likelihood each appearance will be seen and effect the business attribute 
being tracked. 

9. The method of claim 1 , further comprising the step of validating the 
marketing appearance frequency measurement to known customer traffic, sales, or both. 

15 

1 0. The method of claim 9, further comprising the step of calibrating the 
marketing appearance frequency measurement using known traffic, sales, or both. 

1 1 . The method of claim 1 , further comprising the step of using the marketing 
2Q appearance frequency measurement to predict at least one of the following: 

customer traffic; 
sales; 

stock price; 

advertising expenditures; and 
25 awareness. 

12. The method of claim 11, further comprising the step of using the marketing 
appearance frequency measurement to identify the sources of customer traffic resulting 
from the at least one target point of presence. 

30 

13. The method of claim 1, further comprising the steps of calculating a 
marketing appearance frequency measurement for at least one target point of presence for 
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a plurality of companies and generating a marketing appearance frequency index from the 
calculated marketing appearance frequency measurements. 

14. The method of claim 1, wherein the at least one media space searched 
includes at least one of the following media spaces: telephone books, press releases, news 
articles, billboards, keyword-driven Internet search engines, categorical directories on 
Internet search engines, World-Wide Web banner ads, and other World-Wide Web pages. 



15. A method of determining a marketing appearance frequency measurement 
for at least one target URL of a company, the method comprising: 

searching at least one media space on World-Wide Web sites to determine 
the number of times the at least one target URL appears within the at least one media 
space; 

calculating weighted values for each appearance; 

calculating an open score by summing the weighted values; 

calculating a marketing appearance frequency measurement for the at least 
one target URL, wherein the marketing frequency measurement is equal to an exponential 
function of the open score adjusted for the scope of the search, and the weighted values are 
weighted so that the marketing appearance frequency measurement is proportional to a 
business attribute to be tracked. 



16. The method of claim 15, further comprising calculating an open score for 
each media space, wherein each open score is additive so that the open scores can be 
added to derive a combined open score, which is used to calculate the marketing 
appearance frequency measurement. 



17. The method of claim 15, wherein the searched media spaces include at least 
one of the following: 

keyword driven search result pages; 
search engine category pages; 
incoming links on third party pages; 
internet chat rooms; 
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internet news groups; 
company press releases; and 
banner ads on any page. 

5 

18. The method of claim 16, wherein the searched media spaces include at least 
one of the following: 

keyword driven search result pages; 
search engine category pages; 
incoming links on third party pages; 
internet chat rooms; 
internet news groups; 
company press releases; and 
banner ads on any page. 

15 

19. The method of claim 1 5, wherein each appearance is weighted based on the 
likelihood that the appearance will be seen by a potential customer and effect the business 
attribute being tracked. 

2Q 20. The method of claim 19, wherein the business attribute being tracked is 

customer traffic. 

21 . The method of claim 20, further comprising the step of using the marketing 
appearance frequency measurement to predict customer traffic to the at least one target 

25 ^ 

22. The method of claim 15, wherein the weighted values are calculated to 
represent the likelihood each appearance will be seen and effect the business attribute 
being tracked. 

30 

23. A computer, comprising : 

a memory configured to store a computer program and data; and 
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a processor configured to run the computer program, the computer program 
configured to perform the following functions: 

search certain pages on certain World-Wide Web sites to collect a 
5 set of observations relating to at least one target point of presence for a company; 

compute weighted values for each appearance of the target point or 

points of presence; 

compute an open score by summing the weighted values; and 
compute a marketing appearance frequency measurement from the 
jq open score for the target point or points of presence, wherein the marketing frequency 

measurement is equal to an exponential function of the open score adjusted for the scope 
of the search, and the weighted values are weighted so that the marketing appearance 
frequency measurement is proportional to a business attribute to be tracked. 

24. The computer of claim 23 , wherein the computer program further calculates 
a marketing appearance frequency measurement for at least one target point of presence 
for a plurality of companies and generates a marketing appearance frequency index from 
the calculated marketing appearance frequency measurements. 

25 . The computer of claim 23 , wherein the computer program further estimates 
2 q traffic for the at least one target point of presence based on the marketing appearance 

frequency measurement. 

26. The computer of claim 23, wherein the computer program further calculates 
a marketing frequency index for any number of companies having one or more points of 

25 presence in the same media space as the at least one target point of presence. 

27. The computer of claim 23, wherein the computer program adjusts the open 
score for the scope of the search by dividing the open score by an estimation of the 
maximum open score for the at least one media space searched. 

30 

28. The computer of claim 23, wherein the computer program adjusts the open 
score by dividing the open score by the total number of points of presence of the same 
type as the at least one target point of presence that were observed during the search. 
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29. The computer of claim 23 , wherein the exponential function used by the 
computer program comprises a term equal to 1 minus the exponential of the open score 

^ adjusted for the scope of the search. 

30. The computer of claim 29, wherein the exponential function used by the 
computer program further includes a scaling factor designed to place the resulting 
marketing appearance frequency measurement within a predetermined range. 

10 

3 1 . The computer of claim 23, wherein the calculated weighted values 
represent the likelihood each appearance will be seen and effect the business attribute 
being tracked. 
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